INTRODUCTION
============

Like many other jurisdictions, South Korea has legalized horseracing, casinos, cycle and motorboat racing, a lottery, and sports betting. Horseracing was legalized in 1962 to popularize and ensure the fair operation of races nationally and to promote the livestock industry. The Korea Racing Authority (KRA), a non-profit organization, is the sole racing authority in Korea and is supervised by the Ministry for Food, Agriculture and Fisheries. In 2009, overall attendance at racetracks reached 21.6 million, with betting sales exceeding US\$ 6.28 billion (net revenues: US\$ 1.68 billion).[@B1] Due to the dramatic increase in horseracing\'s popularity among gamblers, policy makers, legislators, and experts have expressed concern about players\' pathological gambling behaviors. According to Park et al.[@B2] 23% of the pathological gamblers who participated in Korea\'s most recent prevalence survey indicated that horseracing was their favorite gambling activity, compared with only 4.4% of recreational gamblers.

Loroz[@B3] studied gambling motivation from the experiential consumption and psychological benefits perspectives. He insisted that different types of gamblers have different motivations to gamble. According to Lee et al.[@B4] gambling-related motivations include the need to escape, socialize, and win, and to explore different facets of the recreation environment. Also, individuals\' affective attachment to gambling behaviors varies. Rousseau et al.[@B5] described two types of gambling passion-harmonious passion (HP), which is associated with positive affective outcomes (e.g., excitement, arousal, fun), and obsessive passion (OP), which is associated with negative affective outcomes (e.g., guilty, anxiety, annoyance).[@B5]-[@B8]

Although a great deal of research has identified gambling motivations and assessed levels of gambling affective attachment, no studies to date have identified the causal relationship among gambling motivation, passion, and emotional and behavioral outcomes. Thus, the main objective of this study was to assess the causal relationships between the antecedents and consequences of gambling passion.

Conceptual background
---------------------

Vallerand et al.[@B8],[@B9] defined passion as a strong inclination toward an activity that people enjoy, find important, and in which they invest time and energy. They classified gambling passion into two sub-passions: obsessive and harmonious. Obsessive passion (OP) relates to the internal pressures that push individuals to become involved in an activity,[@B8] while harmonious passion (HP) is associated with individuals\' free choice to engage in an activity.[@B5] Individuals with OP engage in activities that they find difficult to resist, and they experience conflict between the activity and obligations in their lives. In contrast, individuals with HP can control their activity and decide when to be involved, allowing harmony between the passionate activity and their lives.

Vallerand et al.[@B8] suggested that different types of motivation were significantly associated with OP and HP. OP results from a controlled internalization of the event associated with the self-identity. A controlled internalization happens when a person feels an internal pressure between greatly valuing and enjoying an activity and feeling constrained from enjoying it due to numerous conditions linked to it. For instance, a person may believe that gambling is the only way to enhance economic status. If this is true, the gambling activity is no longer an alternative leisure activity, but is dictated by the desire for acceptance.[@B6] This situation may be attributable to a lack of self-determined motivation (i.e., extrinsic motivation), eventually dominating self-identity and interfering with other activities in a person\'s regular life.[@B5] Consistent with this, Vallerand et al.[@B8] found that individuals who self-excluded themselves from casinos and self-identified as pathological gamblers showed greater OP and were more likely to describe their primary motivation for gambling as winning money than were recreational gamblers.

On the other hand, since HP stems from an individual\'s autonomous internalization of a behavior as one that is significantly valued by them, the motivation to engage in this specific behavior is strongly self-determined.[@B8],[@B10] Since the behavior is determined by individual autonomy, also known as intrinsic motivation, it involves a sense of volition and personal endorsement that does not dominate but keeps harmony with other aspect of a person\'s lifestyle. People who find gambling to be fun or enjoyable are likely to show that they are capable of balancing this activity with other types of activities in their lives.[@B8]

Several studies have explored the consequences of gambling passion.[@B5],[@B7],[@B8],[@B11],[@B38] The results of the Rousseau et al.[@B5] study indicated that OP was positively related to negative consequences (i.e., ruminations, anxiety, and feelings of guilt), but these consequences were not significantly related with HP. On the other hand, OP was found to have negative correlation with positive consequences (i.e., vitality, concentration, and positive emotion), but none of these consequences were positively correlated with HP. Specifically, Mageau et al.[@B6] also found that OP was generally associated with negative consequences such as feelings of guilt, anxiety, and negative emotion, whereas HP was associated with positive consequences such as amusement, fun, and positive emotion.

Numerous studies have considered emotional correlates of gambling behavior. In particular, many researchers have investigated the effects of mood on gambling motivation or other types of cognitive attitude toward the gambling activity.[@B12]-[@B14] As Apter[@B12] stated, the emotional aspects of gambling have been studied using a reversal theory that focuses on hedonic tone to explain both reinforcing and aversive aspects. Hills et al.[@B14] supported the idea of using Forgars\' affect infusion model[@B15] in which prior mood has a significant effect on gambling persistence among recreational gamblers, while pathological gamblers appear to be motivated to gamble regardless of prior mood.

Although there is strong support for the effect of mood on gambling motivation and other cognitive and conative attitudes toward the gambling activity, there has been limited study of the effect of gambling motivation and passion on gambling emotion. Gambling emotion can be explained as the affective responses that arise when people use or consume products or services as a form of consumption emotion.[@B16] Many researchers generally employ two dimensions of consumption emotion, positive and negative. Yoo et al.[@B17] measured emotions with a positive feeling dimension, such as being excited, and a negative feeling dimension, such as being angry. Lee et al.[@B18] studied attendees at a cultural music festival and found that festival visitors\' satisfaction and behavioral intentions toward future participation were influenced positively by positive emotions and negatively by negative emotions. Also, Han and Back[@B19] investigated two underlying dimensions of consumption emotion that had different levels of effect on satisfaction. A study by Lee et al.[@B20] found that emotions had a significant impact on World Cup patron satisfaction. Furthermore, Liljander and Strandvik[@B21] pointed out that positive emotion increased customer satisfaction, whereas negative emotion decreased satisfaction. This two-dimensional approach to emotion enables researchers to further understand the role of various types of consumption emotion in influencing satisfaction, particularly in the context of horseracing gambling behaviors. In the gambling context, negative gambling emotions include ruminations, anxiety, and feelings of guilt, whereas positive gambling emotions include vitality and concentration.[@B7] Mageau et al.[@B6] characterized positive gambling emotions as amusement and fun, while negative gambling emotions included feelings of guilt and anxiety.

The positive effect of consumer satisfaction on behavioral intention has been widely supported in tourism, gambling, and marketing research.[@B18],[@B20],[@B22]-[@B26] Consumer satisfaction not only contributes to business turnover, but satisfied customers are more likely to recommend a product or service to other people. The literature suggests that satisfied recreational gamblers are more likely to revisit gambling sites (e.g., casino resort, horseracing park).

In sum, in this study we hypothesized that various types of motivations to engage in horseracing gambling were directly linked to two separate dimensions of gambling passion. Specifically, intrinsic motivation would have a significant effect on harmonious gambling passion due to its autonomous internalization. Since HP is related to a sense of volitional control over involvement in horseracing, it would be related to positive affect (e.g., fun) which would positively affect the customer\'s satisfaction level and further lead to positive behavioral intentions to participate in the future. Similarly, we hypothesized that extrinsic motivation would positively affect obsessive gambling passion due to being less self-determined. With regard to the loss of control over behavior, OP would be related to negative affect, which would be negatively associated with overall satisfaction with horseracing, acting to decrease future behavioral intentions.

METHODS
=======

Measures
--------

The study questionnaire was composed of three major parts. Prior to distribution, the questionnaire was translated into Korean using the back translation method.[@B27] The measures were pilot-tested with customers and operators of horseracing games-further clarification was not found to be necessary beyond minor wording changes. The first part assessed behaviorally oriented gambling variables such as number of visits, amount of bets, and type of accompanying gamblers (e.g., family, friends). The second part measured motivations, gambling passion, gambling emotion, and behavioral intentions to engage in horseracing gambling. A 7-point Likert (1=strongly disagree; 7=strongly agree) scale was used to measure all indicators in part 2. The final part examined the demographic characteristics of respondents.

Gambling passion was assessed using the Gambling Passion Scale.[@B5] The reliability and validity of the OP and HP subscales have been demonstrated to be satisfactory in the previous literature,[@B5]-[@B7],[@B28],[@B29] including the Korean context.[@B4],[@B28] The OP scale includes five items (e.g., I cannot live without this gambling game); and the HP scale contains five items (e.g., gambling game allows me to live memorable experiences). Intrinsic and extrinsic gambling motivation was assessed with 10 items adopted from several literatures[@B30],[@B31] that reflected intrinsic (e.g., to enjoy) and extrinsic motivations (e.g., to hit a jackpot).[@B9],[@B32] Gambling emotions were assessed as consumption emotion, which can be described as the affective responses generated specifically during product usage or consumption experiences.[@B16] Consumption emotion can be divided into two independent dimensions: positive and negative. Four items for positive emotions (e.g., happy, excited, thrilled) and six items for negative emotions (e.g., angry, sad, frustrated) were chosen based on previous research.[@B19] Gambling satisfaction was measured by two items: \"I feel satisfied with the service in this horseracing gambling,\" and \"Overall, I am satisfied with this horseracing gambling.\" Gambling intentions were assessed by three items: \"I will play this horseracing game again next time,\" \"I will recommend this horseracing gambling to my friends,\" and \"I will say positive things about this horseracing gambling to others.\"[@B18],[@B25]

Data collection
---------------

To maximize the representativeness of the sample of horseracing gamblers, the survey was conducted with actual horseracing gamblers on Saturday and Sunday in the first and last weeks of December 2009. Questionnaires were administered during the races at a temporary booth in the horseracing track building. Participants either approached the booth voluntarily or were approached by field researchers who outlined the purpose of the study. Upon consenting, a self-administered questionnaire was presented to each respondent to complete. The questionnaires were completed in the presence of the field researchers, allowing for rigorous monitoring of the data collection process. Those who completed the survey questionnaire were given a small gift. Of the 447 questionnaires collected, 18 questionnaires were eliminated from the analysis due to missing data (3 questionnaires were incomplete and 15 were missing answers to important questions). Ultimately, 429 questionnaires were coded and used in the analysis.

RESULTS
=======

Profile of respondents
----------------------

[Table 1](#T1){ref-type="table"} presents characteristics of the respondents. Participants were predominately male (74.1%) and married (69.9%) and most were between 40 and 49 years of age (36.9%) and 50 and over (29.7%). About half of the respondents had university-level or higher education (50.4%) and most reported monthly income between US\$ 2,000 and 3,999 (37.2%). The majority of respondents visited the track 20 or fewer times (42.5%) and they were typically accompanied by friends (51.3%).

Construct identification and validation
---------------------------------------

Content validity ensures that the measure includes an adequate and representative set of items that would describe the concept. The lists of attributes for the study variables were selected after 1) an extensive literature review, 2) interviews with academics in the field of gambling, and 3) interviews with horseracing managers. All items were pilot-tested with customers and operators at the horseracing facility who were asked to evaluate the appropriateness of the measuring instruments. It was evident that these research procedures ensured high content validity of the measurement instrument.

Convergent validity was secured when all average variance extracted (AVE) exceeded the cutoff point of 0.50.[@B33] Furthermore, discriminant validity exists when the AVE of each construct exceeds the square of the coefficient representing its correlation with other constructs,[@B33] as shown in [Table 2](#T2){ref-type="table"}. For instance, the AVE of the HP construct (0.83) exceeded the square of the inter-correlation (shared variance) between gambling passion scale (HP) and intrinsic motivation (0.38).

Modeling test
-------------

Following Anderson and Gerbing\'s[@B34] two-step approach, a measurement model was estimated prior to the structural model using confirmatory factor analysis (CFA). As shown in [Table 3](#T3){ref-type="table"}, the results for the measurements of multiple constructs were good: \[χ^2^(532)=2073.24, χ^2^/*df*=3.90, root mean square error of approximation (RMSEA)=0.08, comparative fit index (CFI)=0.94, non-normed fit index (NNFI)=0.93\]. All of the indicator loadings for constructs were significant (p\<0.01). The CFA resulted in the 8-factor model which was composed of two dimensions of gambling motivation (Extrinsic and Intrinsic), two dimensions of gambling passion scale (OP and HP), two dimensions of emotion (Positive and Negative), one dimension of satisfaction, and one dimension of behavioral intentions.

The hypothesized relationships among the factors shown in [Figure 1](#F1){ref-type="fig"} and the factor models described above were examined simultaneously using LISREL 8.75.[@B35] As [Figure 1](#F1){ref-type="fig"} indicates, the conceptual model included direct paths from exogenous variables; two dimensions of gambling motivation to the two dimensions of the Gambling Passion Scale (OP and HP) were specified. Also, direct paths from the Gambling Passion Scale to emotion and the paths from each emotion to customer satisfaction as well as the paths from satisfaction to gambling behavioral intentions were specified in the model. To identify the best model for testing, a competing model was created. This model was the same as the conceptual model, except that the direct paths from each exogenous variable to behavioral intentions were included.

As shown in [Figure 1](#F1){ref-type="fig"}, the overall fit of the conceptual model was good. Although the Chi-square was significant (p\<0.001), the CFI and NNFI were about 0.93, respectively, and RMSEA was 0.08, implying that the model was appropriate to test further. The overall fit of the competing model was inferior to that of the conceptual model. By constraining the direct effects of exogenous variables (gambling motivation) on endogenous variable (behavioral intentions) in the competing model, the statistical indicator of fit (chi-square) and practical indicators of fit (CFI and NNFI) did not significantly improve from the conceptual model (Δχ^2^=15.78, Δ*df*=6, p\>0.05). Thus, we confirmed the conceptual model as a rigorous model for further testing of the relationships.

Parameter estimates
-------------------

[Figure 1](#F1){ref-type="fig"} presents the maximum-likelihood parameter estimates for the data. First, gambling motivations had a significant effect on the Gambling Passion Scale. Specifically, extrinsic motivation had significantly effects on obsessive gambling passion (γ~11~=0.57, t=10.84), whereas intrinsic gambling motivation had significantly higher effects on harmonious gambling passion (γ~23~=0.75, t=13.06). As expected, obsessive gambling passion showed a significant effect on negative emotion (β~31~=0.48, t=8.34), whereas harmonious passion had a significant effect on positive emotion (β~42~=0.61, t=9.01). Consistent with previous research, negative emotion had a negative effect and positive emotion has a positive effect on customer satisfaction (β~53~=-0.13, t=-2.54; β~54~=0.28, t=4.95). Furthermore, study results supported those from previous research which showed that customer satisfaction had a positive effect on customers\' behavioral intentions to participate in horseracing gambling in the future (β~65~=0.44, t=6.64).

DISCUSSION
==========

This research focused on different gambling motivations, passions, and emotions among horseracing gamblers in order to develop effective marketing strategies for promoting responsible gambling behaviors. We proposed a conceptual model that hypothesizes that extrinsic motivation has a significant predictive power for determining obsessive gambling passion and negative gambling emotion whereas intrinsic motivation has significant effects on harmonious gambling passion and positive emotion for horseracing gamblers. Positive emotion has significant positive effects on customer satisfaction which leads gamblers to favorable intentions to return to the horseracing track for gambling. In contrast, negative emotion decreases satisfaction, lowering intention to return.

Our study findings echoed the notion of distinctive separate antecedents and consequences of two dimensions of gambling passion. First, consistent with Deci\'s and Ryan\'s self-determination theory[@B31] and Vallerand\'s studies,[@B8] extrinsic motivation was significantly associated with OP. According to Ryan and Deci\'s[@B10],[@B31] self-determination theory and organismic integration theory, intrinsic motivation is determined by autonomy-thus, gamblers are more involved in a sense of volition and personal endorsement that does not dominate but rather harmonizes with other types of gambler lifestyles. Due to the lack of self-determined motivation, extrinsic motivation overpowers the gambler\'s self-identity and interferes with other activities, resulting in obsession with gambling behaviors. For instance, if a horseracing gambler\'s main motivation for participating in gambling is to win money, this can dictate a person\'s daily lifestyle and lead to obsession.

Second, two types of passion led to divergent gambling emotions about horseracing gambling during the activity engagement. Obsessive passion is caused by a lack of self-determined motivation and conscious choice, leading individuals to engage in gambling feeling angry, frustrated, and other negative emotions. In other words, negative emotions are driven by their obsessive passions. However, harmonious passions are significantly associated with positive emotions in people who are autonomously engaged in the gambling activities.

Third, study results showed that customer satisfaction had significant mediating effects on the relationship between two types of emotion and revisit intentions. This result was consistent with findings from previous research.[@B19],[@B36] Also, the result indicated that positive emotion had a stronger effect than negative emotion on satisfaction. Thus, for practitioners, fulfilling emotion factors through a closer investigation of customers\' intricate emotional experiences is recommended to intensify satisfaction levels and revisit intentions. Horseracing facility operators should enhance significant attributes (e.g., food, service, or atmosphere) to elicit a higher level of positive emotional states.

In conclusion, this study explored the causal relationships among study variables in horseracing gambling behavior. From a theoretical perspective, findings extend our understanding of two types of gambling passions and their relationship with antecedents and consequences for people involved with horseracing gambling. This study has special value in that the data were collected at an actual horseracing gambling facility while participants/gamblers were involved in actual gambling activities. In addition, findings revealed that horseracing marketers should develop marketing materials that promote responsible gambling, focusing more on excitement rather than winning a big fortune. The research identified specific areas to which gambling operators or policy makers should pay special attention as they develop effective marketing strategies to promote responsible gambling. For example, horseracing advertisements should expressly indicate that gambling activities are enjoyable rather than potential avenues to changes in social status. Some jurisdictions do not specifically regulate gambling advertisements. In too many instances, advertising misguides the general public into believing that participating in gambling is one way to change their economic status.

Furthermore, horseracing gambling management could develop promotional materials that provide incentives to limit gambling participation rather than rewarding customers who spend significant time and money on gambling activities. Thus, visionary operators and regulators allow them to focus on promoting responsible gambling behaviors and minimizing the adverse social impacts of gambling on society.

This study had several limitations. First, the results may not be generalized to other jurisdictions. Data were collected from customers at a single horseracing gambling facility in Korea. Due to the delimited market segment and culture, implications should be carefully considered for other gambling properties, segments, and/or countries. Future studies should consider including different types of gambling activities (e.g., online and casino gambling) to better understand the study population. However, since the major portion of this study\'s results were consistent with those from previous studies, it would be worthwhile to conduct cross-cultural/cross-sectional studies. Second, since this study used only self-report measures, there may be a possible threat of common method variance. According to Campbell and Fiske,[@B37] common method variance may be observed across measures of different constructs assessed using the same method. Although the threat may be minimal in our current study setting due to the rigorous measurement development and data collection procedure, multi-method processes are recommended in future studies. Future studies should also move from cross-sectional to longitudinal designs. Finally, actual gambling behavior dimensions (i.e., gambling time, money lost or won) should be measured in future studies.

![Results of structural equation modeling analysis. χ^2^(552)=2416.91, p=0.00; Root Mean Square Error of Approximation=0.08, Comparative Fit Index=0.93, Non-Normed Fit Index=0.93; R^2^ (OP)=0.56; R^2^ (HP)=0.33; R^2^ (NE)=0.23; R^2^ (PE)=0.38; R^2^ (CS)=0.10; R^2^ (BI)=0.19. All path coefficients were significant at p=0.01. Parenthesis indicates t-value. HP: harmonious passion, OP: obsessive passion, CS: customer satisfaction, PE: positive emotion, NE: negative emotion, BI: behavioral intensions.](pi-10-365-g001){#F1}
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Correlations in bold are significant at the either 0.01 level or 0.05 level (2-tailed). EM: extrinsic motivation, IM: intrinsic motivation, OP: obsessive passion, HP: harmonious passion, NE: negative emotion, PE: positive emotion, CS: customer satisfaction, BI: behavioral intentions, AVE: average variance extracted
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^\*^fit indices: χ^2^(532)=2073.24, χ^2^/*df*=3.90, Root Mean Square Error of Approximation=0.08, Comparative Fit Index=0.94, Non-Normed Fit Index= 0.93, ^†^standardized loading estimates, ^‡^based on two-tailed tests; for t-values greater than 1.96, p\<0.05, ^§^parameter fixed at 1.0 for the maximum-likelihood estimation. Thus, t-values were not obtained for those fixed
